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Recruitment and Retention Tool Kit  
Welcome! 

This resource is designed to complement the LOVE Golf campaign and to help golf clubs to grow 
their membership.  

Throughout this resource, you will find stories that highlight why members love their golf club 
and benefits of being a golf club member.  

We share the trends that are shaping recruitment and retention practices in the golf sector and 
beyond.  

You can read the case studies and interviews of club managers who have led change at their golf 
club and learn from their approach, from their mistakes and successes to take forward.   

You can also find our growing suite of tools we’ve developed to help you along the way.  

Having a clear recruitment and retention plan is essential to be a healthy, sustainable golf club. 
For more personalised support, please contact our Regional Support Managers who can help you. 
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Recruitment 
Understanding and clearly articulating your club’s membership value is vital when 
recruiting new members. It is the most important part of your new member strategy, 
because, if you don’t know the value of your membership, how can anyone else?

What is the value of membership?

What do members love about your golf club?

A great place to start developing this strategy is understanding what your current members really 
enjoy and what are the motivations and barriers for prospective members may be. 

Q. Evaluate your existing membership  
Q. Clearly define who is your target market/s?  
Q. Briefly outline the value of membership for joining your golf club.  

Every person is motivated to join a golf club for a unique reason/s. Here are a variety of reasons 
why people join clubs.  

“Suitable for all levels of ability, 
friendly, not too expensive, 
near the city centre, fairly 
easy course layout, fairly 
relaxed atmosphere, not 
overly concerned about dress 
standard, keen to have more 
people playing the game.”

Plays every couple of weeks, 
60-64 years, Auckland.  

• Value for money   
More affordable compared to paying for 
green fees each time   

• The sense of belonging and community   
A place to be with friends and family  

• A place to meet new friends  

• Ability to play in club competitions and 
events  

• Access to the standard of course and 
clubhouse facilities  

• Access to optimum tee times  

• Voting powers  
To have a voice of the future direction of 
the golf club

• Preferential pricing (food & beverages, 
carts, coaching, pro-shop, etc)  
Reward programs can be simple or 
sophisticated 

• Reciprocal rights to play at other golf 
clubs   
90% of golfers would be interested to join a 
golf club if it had reciprocal rights  

• Unlimited rounds  

• Unlimited access to practice facilities   

• Convenience and proximity   

• Value of Club Professional  
Learning and developing as a player 
through coaching. Preferential pricing for 
coaching, retail, equipment and tours.     

• Social events and calendar   
Access to events and opportunities beyond 
the golf course 
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Are you reaching your prospective members?

The power of referrals

Get into Golf

This is the information age. It’s noisy with brands competing for our attention every day. How are 
you standing out? Do you have a communications plan to attract new members?  

You may never get a second opportunity to make a first impression. Which features can you tick 
off here? 

7 out of 10 members were introduced to golf by their friends and family and a third of females are 
introduced to golf by their spouse.  

Baby boomers and millennials rank word of mouth as their number one influencer in their 
purchasing decisions.    

• Encourage your existing members, colleagues, friends and family to be part of your sales force.  

• Ensure they have the tools and opportunities to continuously promote your golf club. For example  
- Members guest day (x3, once per year, non-member)  
- Coaching programs for beginners   
- Social events   
- Email invitations  

• Reward and recognise existing members for recruiting new members.     
- Financial motive    
- Social recognition   
- Emotional decision as they want their friends and family to be part of their club.   

Research shows 50% of people are likely to give a referral if offered a direct incentive, social 
recognition or access to an exclusive offering. 

Recruiting beginners who are new to golf is essential to growing participation and replacing 
member attrition - death, health, finances and people moving away. Every golf club can create an 
introductory pathway that appeals to new golfers to give it a go: without the large initial expense 
and time commitment.

• Host open days and taster sessions

• Website   
- First interaction is likely to be your website. 
- Features to include in your website: 
 -  Mobile friendly 
 -  User experience: visitors can find   
     what they’re looking for within three  
     clicks

• Public relations   
Celebrate milestones in the local media, 
charitable causes or contributing to the 
community 

• Marketing 
- Multi-channel 
- Direct 
- Word of mouth 
- Print collateral

• Social media has changed the landscape 
of marketing, are you taking advantage? 
- Facebook and Instagram are the two 
 most popular social media platforms. 

 Free and able to consume different forms  
 of content such as video, text and photos. 
- There are options for paid advertising  
 that is highly targeted to your audience.

• Build your database of green fee players 
playing at your club  
- Direct line of communication 
- Repeat visitors

• School   
Hub of the community to connect with 
young people and their parents 

• Businesses/Corporates  
- Joint ventures 
- Partnerships 
- Hosting events 
- Being part of the local community***
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• Small group coaching sessions that remove common barriers 
- Free equipment to use 
- Relaxed dress 
- Learning environment

• Make it easy to play on course with modified rules, forward tees, over fewer holes such as a 
3-hole or 6-hole loop

• Creating tee times for beginners to build confidence and skills to play with friends

• Introduce opportunities for newcomers to play with existing members

• A buddy system for new members can help them settle into the club, to build their confidence 
and knowledge of how to play.

The pathway to membership has multiple steps. It is important that you work with beginner 
golfers to ensure you are providing them multiple connected opportunities to grow their love of 
golf. A one off event followed by an offer to join is unlikely to drive membership growth..

The first 12 months

Engaging new members from the beginning is central to create a sense of belonging. Consider the 
following actions to help new members are happy, reinforce their decision to join and motivated to stay 
for many years.  

• A welcome guide is modern, fresh, welcoming, easy to understand and inclusive of all the 
relevant information new members would need to get started at your golf club. 

• Whether it’s through a short member survey or informal chat, gather as much information 
as possible to understand their wants and needs to show a personal touch in your future 
interactions.   

• Review 30, 60, 90, 180-day milestones.   

• People gravitate to others who share similar experiences so create opportunities for new 
members to bond with each other.      

• If you have a PGA Professional, work on creating a plan to interact with the Club Professional. 
For instance, invitations to golf and social events, participate in challenges, complimentary 
sessions.  
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Flexible Membership Models
Previous generations lived in a world of lifetime choices. The combination of rapid change 
and the growing life expectancy is changing the definition of loyalty. New generations have 
a completely different definition of loyalty and do not view it as a lifetime commitment. 

Q. What would the positive impacts be with introducing a new membership category?
Q. How do the benefits differentiate between membership categories?

Membership models continue to evolve to meet the needs of the modern golfer beyond a one size fits 
all approach. People want flexible options that cater for their budget and lifestyle.  

For members who have been members of a previous club, integrating into a new club can be much 
easier. However, joining a club for the first time requires an individual to overcome many hurdles such 
as family commitments, a busy lifestyle, financial commitments must be all taken into consideration, 
whilst a lack of awareness of the membership process can be a barrier.

Below are a variety of membership models or options to consider.

Full Playing 
Traditional, one size fits all approach which offers 
unlimited access and suits member privileges and/
or play a lot of golf.   

Points System 
A system in which the golfer buys credits and pays 
his/her rounds with these credits. The facility can 
decide how much credits a round cost at what day 
of the week or time of year. A round in the weekend 
might cost more credits than during the week.  

If in this system the golfer gets the same social 
benefits as the full members, it is a good match 
between a full membership and pay for play. It 
engages the golfer to the facility with the possibility 
to become part of the social structure and gives the 
flexibility feel of a green fee player.

Pay as you Play (see case study below) 
The pay as you play model requires members to pay 
an up-front annual subscription. Additionally, pay 
a preferential green fee price for each round played 
and/or can purchase a concession of 10 rounds for 
the year.  

Multi Course Membership 
An ideal membership for people that like to explore 
new courses, one membership for which gives 

the right to play on several courses. This could be a 
membership to implement as reciprocal rights for 
golf facilities.  

Twilight/Off-Peak Membership
Playing rights on weekdays after 4pm for the 
working golfer. Can be combined with a preferential 
price on green fee when played at other times.  

Family Membership
Family membership can involve one membership 
for the total family or preferential pricing and 
privileges for family members.  

This gives parents the opportunity to bring their 
children and the other way around, if the children 
play the parents may be motivated to play as well.   

Trial Membership 
Sometimes, membership can be a step too big for 
many. This option allows people to try before they 
buy, appealing for beginners.  

Many variants have shown success, such as 
combing introductory coaching and social playing 
opportunities for three months or providing a 
friendly first year fee. 

Case Study - Northern Passport (multi-course)

$350
FREE Rounds at 

participating clubs:

OFFICIAL New Zealand 
Golf Handicap

ANNUAL 
SUBSCRIPTION

HELENSVILLE
MANGAWHAI
NORTHLAND
WARKWORTH

WHANGAPARAOA
WHANGARAREI

Get your Northern Passport! With an annual 
supscription of $350, receive discounted green 
fees, and a one free round of golf at each of the 
participating clubs.

Take advantage of exclusive green fee rates at 
participating clubs, pay only $20 for 18 ($12 for 9) 
holes all year round.

On top of all this, receive an official New Zealand 
Golf Handicap!

Contact your local participating club for more 
info and to sign up.

WHANGAPARAOA  
GOLF CLUB

NORTHERN

Pay & Pl ay

THE GOLF

Building on the success of Mangawhai Golf Club’s Pay for Play membership, the Northern 
Passport was born.  

Six golf clubs Helensville, Warkworth, Mangawhai, Northland, Whangarei and Kerikeri aim 
to attract casual golfers who seek to play at a variety of golf courses.  

For $300, golfers are able to play a round at each six golf courses. Additionally, further 
rounds played would be at a preferential price of $20 for 18 holes.  

In two years, the membership category had grown to 214 members, increased revenue 
for food and beverage, social activity and word of mouth promotion to friends and family.       
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Retention
Retention of members is critical to the sustainability of most golf clubs. Sustained members are more 
likely to volunteer their time and support the club and often play an important role in the developing 
and shaping the culture of your club.  The ability to know the majority of your members will choose 
to stay with you the following year allows you to make important decisions around investment and 
the operations at your club.  

There are two key metrics that a club can use when benchmarking or measuring the success of 
retention initiatives; 

1. Retention Rate (the % of members that stay on from year to year.) 
2. Net Promoter Score (a measure of member satisfaction) 

It makes sense that the more satisfied your members are, the more likely they are to be retained. 
Sure, there are some uncontrollable events that may stop a current member from re-joining, 
however, the majority of members are actively making their own choice to commit their discre-
tionary income. It is important then for you to understand what a positive club member experi-
ence looks like. 

Q. What do you believe a positive member experience looks like at your club?  
Q. Can you narrow it down to 5-10 key elements? 

Below is a summary of research that articulates the common themes for a positive club member 
experience in New Zealand. 

Positive Club Member Experiences

5,947 members from across New Zealand contributed to research into understanding the 
experiences within the club environment. sharing what they love about their club and what 
could be improved. The study develop a deeper understanding of the modern golfer – attitudes, 
behaviours, expectations.  

What members love about their golf club?  
Members belong to a golf club to have FUN!  
Where can golf clubs improve? 
Members want would prefer more investment into 
Nine Factors 
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This New Zealand based research shares commonalities with international research from 
Manchester Metropolitan University. The university reviewed research on participation and 
retention of customers in the golf market. They discovered six key drivers of membership 
retention.   

• Offering enjoyment and engagement  
• Provide a unique ethos and atmosphere  
• Create a great customer experience from the car park to the bar  
• A warm welcome which extends far beyond a ‘meet and greet’  
• Participation options for all, from novice to experienced player  
• Ways to keep members involved long term  

Q: What does your club offer regarding each of the above drivers? 

For more detail on the research please use the following link;  https://www.englandgolf.org/
revealed-d-the-secrets-of-retaining-golf-club-members/  

Getting your benchmark

It is important to understand how you are performing before implementing change. 

For example, if a club has 500 members at the start of 2025 and 450 of those specific members are 
still subscribed to the club at the start of 2026 then the club has a 90% retention rate. 

450/500 x 100 = 90 

Knowing this benchmark enables your club to track year on year performance and see if you are 
improving. It is often noted that is more beneficial resource wise to invest in retaining members 
than trying to recruit new members. Another way of looking at this is that it makes sense to put a 
plug in the bath before turning the tap on! 

Once this benchmark is defined, understanding how satisfied your current membership is and 
looking to understand what the opportunities for improvement will allow you to build a plan to 
grow membership retention.

Ask the right 
questions

Listen to your 
members 
feedback

Make positive 
changes

Communicate  
with impact

Case Study - Northland Golf Club
Northland Golf Club developed a survey that was sent to all members. Whilst there was a positive response from 
members, they wanted more communications about the club’s future direction and planning. To improve the 
accountability and transparency of the leadership, the Board has started to circulate a bi-monthly newsletter to share 
key decisions and progress of their strategic plan.  

Responses from members provided the Board an understanding of what members were proudest of within the club 
- the standard and presentation of the course. In response to where the club could make improvements, members 
were able to provide their own ideas to the Board, which ranged from making improvements to the practice 
facilities, establishing a sponsorship committee and growing youth memberships to exploring opportunities to 
bring other golf/sports clubs to the venue. 

The survey found that there were members who were skilled and were willing to volunteer their time, however did 
not know how or what opportunities were available to assist. Management have used this information to create a 
volunteer database to identify skills required by the club.

https://www.englandgolf.org/revealed-d-the-secrets-of-retaining-golf-club-members/ 
https://www.englandgolf.org/revealed-d-the-secrets-of-retaining-golf-club-members/ 
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A good way to get a quick handle on how satisfied your members are is to use the Net Promoter 
Score c. The Net Promoter Score asks the question “how likely are you to recommend our club to 
others?” It then breaks the responses down in to three categories 1-6 detractors, 7,8 passive, 9,10 
promoters. The score is found by removing the detractors from the promoters. A strong follow 
up question to ask is “what could we do to move your score one higher.” Knowing this allows 
your club to understand how you can move your passives (7&8) to promoters (9&10.) The more 
promoters your club has, the more satisfied your members are and the more likely they are to sign 
on next year and promote your club to prospective new members. Members who score 1-6 can 
be considered “at risk.” 

Consider: What other things could you try to stop members going from at risk to leaving? 

It’s important to note that not all members can be turned around. If you have identified a member 
at risk and you have tried a couple of sincere approaches to engage them at a greater level and 
they have not responded positively, it is prudent to not spend too much more resource on them. 
You have a number of other members to focus on and potential members to acquire.  

Consider: what are your 3-4 strategies to increase member satisfaction and retention?

Members at Risk

At risk members are those who are considering leaving. It can be difficult to identify who these 
people are and how much resource you should invest to keep them. One thing is for certain. The 
earlier you identify an at-risk member the more likely any intervention is to work.

Identifying at-risk members 
As noted above the Net Promoter Score and 
those who sit in the “detractor” category can be 
considered at risk. Hopefully you have asked the 
question “what one thing could we do to move 
your score one higher?” If there are trends in the 
answers, that may go some way to identifying 
what the club can do to keep these people on 
board. 

Another option is to look at how engaged your 
members are. While there are a number of 
different ways of measuring engagement, the 
simplest way is to identify how often they are 
playing golf. Drawing the data down for members 
who are playing less than once a month will 
provide a list of potentially at-risk members. These 
members are particularly at risk if their handicap 
has started to rise also.   

Intervention Options 
Once you’ve identified an at-risk member, there 
are a number of ways in which you can move 
them away from being at risk. 

Prevention  
Stopping members getting to an “at risk” stage 
is the best way to prevent them from leaving, 
however, if this is not the case then the following 
interventions can be considered;

Communication  
Getting a call from the club, either a board 
member, volunteer or PGA Pro asking how they 
are enjoying their golf or saying it’d be great to see 

them at the club more, really makes a member 
feel valued. An email can convey some of this 
information, but a phone call is the best option for 
that personal touch.

Incentives
Providing a perk to incentivise the member to 
book another round can also work. Bar tabs, free 
coaching, free member guest rounds, a sleeve 
of golf balls – all of these are things that can be 
considered.

Coaching 
Research shows us that those people who are 
engaged in coaching are much less likely to 
leave the club. If it is a group coaching session 
the member is getting contact with a club 
representative as well as other members and is 
hopefully improving their golf. This increased 
social connection and increased enjoyment of 
golf can be a very positive contributor to retention. 
If you have a PGA professional at your facility, 
do not underestimate their role or value in this 
scenario, they are often an important interface 
with members and should be an integral part of 
both acquisition and retention initiatives.

Social Events 
If members aren’t engaged in golf, getting them 
back to the club can be challenging. However, 
there is the opportunity to specifically invite them 
to the club for events or social gatherings that can 
remind them their membership value is greater 
than just the golf they play.
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Competitions/Course Set Up
One of the fundamental benefits of being a club member is the ability to engage in club competitions. 
These competitions are an important element of developing a quality club culture. Nationally, we are 
seeing a trend of reduced engagement in club competitions. Often this is because the same competitions 
are delivered on a regular basis with little change. There is great potential to make these competitions the 
highlight of your members club connection. While we address a few of the opportunities here, the Golf 
Operations Guide will provide options and directions for set up in much more detail.

Consider: When was the last time you introduced a new format of play in your club 
competitions.
 
Do you have a handle on how satisfied your members are with the current competitions (not 
just the ones who play in them?). 

When was the last time you tried something innovative with your course to engage your 
members?

Course Set Up - Variety is the spice of life

Whilst course ratings and slope numbers are provided for each of your sets of tees, this does not 
mean playing from the same measured block every day!

Mix it up 
Retain the 18 holes in total length the course has 
been rated for but adjust your tee’s. 
• Just like the PGA Tour, consider moving tees 

forward making par 4’s and 5’s reachable 
or moving them back to create a more 
challenging par 3.

Consider daily weather conditions 
When the weather isn’t doing our members any 
favours, let’s give them a break. Consider things 
like ground conditions, wind and rain. Understand 
how your course will play and when the weather 
is rough, reduce the challenge by shortening the 
course (under 20 yards per hole means no need 
for re-rating.) Ensure you get all tee’s rated for both 
men and women so that you can play further 
forward or backward dependant on conditions. 
During rough conditions, consider friendlier pin 
placement. 

There’s nothing wrong with everyone scoring 
well! It keeps your members happy!

Provide hybrid courses  
There is no need for your members to turn up 
and play the white or middle tee’s every week. If 
your course is rated we can help set up hybrid 
courses that may have your members playing off, 
front, middle and back tee’s all in one round. This 
addition can take your average 3 tee course to 
having an additional 5 hybrid courses. Clearwater 

Golf Club are using this to great effect. They 
have two hybrid courses known as the East and 
West course that shorten or lengthen the course, 
dependant on the prevailing wind for that day.
 
Vary Pin Placement  
Moderate paced greens provide more opportunity 
for pin placements, so why not mix it up and 
provide something different for the members.

Pay it forward
We encourage a short course which is ideal for 
juniors, beginners and seniors. 

BUT, the course can also be officially rated and 
available for anyone wanting the challenge. 

Consider: Scoring 3 stableford points is way 
more fun than struggling to play to your 
handicap! 

Winning points in the 40’s is fine 

We forget, that on a par 71, with a course rating of 
67, that returning 40 points is only playing to your 
handicap 

There is a world-wide movement to offer short 
courses to ensure time poor people can still 
engage in the game. If you have forward tees 
within 25 yards of any officially rated tee, then we 
can calculate a course rating without a site visit.
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Competitions

Team Competitions 

Standard Foursomes (faster, fun, strategic)
Golfers compete in teams of two, using only 
one ball per team, and taking alternate shots until 
the hole is completed. Team members take turns 
in teeing off on each hole, i.e. one player will take 
the tee shot on odd-numbered holes, and the other 
on even-numbered holes.  

Foursomes is commonly played as match play, 
with each hole being won by the team that 
completes it in the fewest shots.  
 
American Foursomes
Golfers compete in teams of two. Both players 
play tee shots at each hole, then play a second 
with their partners ball. One ball is then selected 
and then play proceeds as in foursomes with the 
owner of the ball selected then playing the third 
shot. Handicap allowance is 50% of combined 
handicaps.  

Canadian Foursomes
Golfers compete in teams of two. Both players tee 
off on all holes. The players then decide together 
which ball is in the best position and the other ball 
is taken out of play. If Player A hit the selected ball 
from the tee, then Player B will hit the next shot or 
vice versa. 

Greensome Foursomes
Golfers compete in teams of two. In Greensomes, 
both golfers on a team tee off, the one best drive is 
selected, and they play alternate shot from there. 
 Four-format competition  
Prior to the round each team of four nominates 
one person to play as each of the following:
• Stableford
• Par/Bogey
• Gross
• Net 

Mixed Foursomes
A great way for both genders to compete together
• When men and women compete together 

an adjustment may be required to course 
handicaps

• The gender playing the set of tees with the  
higher course rating, adds the difference  
in ratings

• E.g. Men (white) 10.1, Women (yellow) 73.2  
- Addition of 3 for the women. 

Four-ball
A popular team format. Four ball” is the name of 
a golf format in which two golfers partner one 
another, each golfer playing his or her own golf 
ball throughout, and the lower of the partners’ 
scores counting as the team score on each 
hole. Four ball is usually played as match play, with 
two, 2-person teams facing off. 

Fun Competitions

Flag March
Flags - also commonly known as Last Man 
Standing or Tombstone - is a competition format 
in which golfers begin the round of golf with an 
allotment of strokes, then play the golf course until 
their strokes run out. 

The game gets its name from the fact that little 
flags are usually given to competitors to stick in the 
ground at the point from which their final shot is 
played. 

The golfer who stakes his flag the farthest around 
the course is the winner. Example: Your allotment 
is 75 strokes. You play the course until you hit 
your 75th shot, which, let’s say, comes on the 
16th fairway. That’s where you plant your flag. If no 
other player’s flag is planted beyond yours - say, on 
the 16th green or 17th tee box - you are the winner. 

Eclectic /Team Eclectic 
An eclectic tournament is a multi-round golf 
tournament that results in one 18-hole score 
per player. Golfers compare their scorecards for 
each round and select the lowest score for each 
hole. That’s their eclectic score. 

Fun twists 
• Irons Only  
• Dress Up 
• Shoot Outs 
• Nearest to Pin Knockout  
• Greenkeepers Revenge  
• Parent Child 
• There are many more!
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Club Support Health Tools

Regional Support Managers (RSMs)
There is a network of people around the country 
to provide support in growing and retaining 
your membership.

RSM’s can develop a benchmark for your 
club’s member satisfaction and support the 
development of initiatives to improve this level 
of satisfaction. All of which sustain your current 
membership base. They can also support the 
development and implementation of new 
initiatives to grow membership acquisition. 

RSM - Emily Davidson 
AUCKLAND , NORTHLAND, 
NORTH HARBOUR

RSM - Dayne Bulloch 
Taranaki, Manawatu-Wanganui, 
Wellington

RSM - Mark Webb
WAIKATO, BAY OF PLENTY

RSM - Richard Hudson
TASMAN, CANTERBURY, 
AORANGI*

RST Investment
OTAGO
Alan Nicholls**

RST Investment
SOUTHLAND
Andrew Petrie**

Golf Club Performance Matrix

Quality Leadership & Governance Financial Strength & Sustainability

Growing Membership & Participation Delivering High Quality Experiences

Case Studies
http://www.golf.co.nz/About/CaseStudies.aspx 

The purpose of the case studies, are to share best practice innovation and knowledge throughout 
the golf industry allowing clubs to operate more effectively. 

There is a section of the Case Studies dedicated to growing membership and participation. This 
section has taken best practice locally and internationally to provide ideas for your club to grow 
and add value to your own membership base.

http://www.golf.co.nz/About/CaseStudies.aspx 
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Finding the resource for initiatives

DotGolf Solutions

Successful membership campaigns, whether they are retention or acquisition, can be achieved 
without the right resource. That resource can be in the form of people, money and time. While we 
can’t give you more time, we can support your people and financial resource.

Technology is playing an increasing role in the quality of experiences consumers receive across 
all industries. It is no different for golf clubs. DotGolf provide a comprehensive suite of products 
that provide seamless technology integration for any country, resort or local golf club. This 
technology supports back end administration allowing your resource to be focussed on delivering 
top notch member and visitor experience. The products also provide a superb consumer 
experience themselves leaving members more satisfied. Below are the areas that DotGolf can 
provide technology operations.  

Consider: How does technology currently enhance your club’s connection with your current 
members?

People - R3 
The R3 document outlines a process for 
recruiting, retaining and rewarding/recognising 
your volunteers. RSM’s can support a shared 
resource approach across clubs that can see 
multiple clubs sharing volunteers or staff in order 
to achieve outcomes. 

Money
There are a number of local and regional funders 
that are keen to support the grass roots of sport. 
RSM’s can help you develop programmes and 
seek funding from these trusts to grow the game. 

There are also a few tools your club can use to 
save money. This allows the redistribution of 
funds towards membership initiatives.

LiteClub -  http://liteclub.org 
As an entirely free service for sports clubs, 
LiteClub installs energy-saving products, 
including energy efficient light bulbs, tap aerators 
and hot water insulation.  

n3 National Group Buying Scheme -  
https://www.n3.co.nz 
n3 has over 12,000 businesses that group 
together to buy products and services from 
specified suppliers. This allows n3 to attract the 
very best rates on these products. New Zealand 
Golf has paid for every club in the country to 
have access to this scheme to support the saving 
of money for the industry. 

Club and Remuneration Survey
The Club and Remuneration Survey is a survey 
that allows New Zealand Golf to understand 
different industry benchmarks. These 
benchmarks are available for clubs to view and 
ensure they are not overspending or under 
resourcing certain areas.

There are a great number of available tools, for the purposes of this document we will focus on 
Golf Operations, Point of Sale & Loyalty and Club Websites and Mobile, however we suggest you 
look at all of the available tools to see which will suit you best.

 http://liteclub.org
 https://www.n3.co.nz
 https://www.n3.co.nz
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Golf Operations 

Before the golfer arrives at the club
Whether you are a visitor or member to the club, any golfer can view the club’s upcoming tee 
sheet online on a computer or mobile device. At a glance, golfers can easily see when they are 
allowed to play, what events are planned, how much it will cost, and can confirm their booking 
via the simple to use secure payment gateway.

Once the golfer arrives at the golf club
Through the self-service kiosk, golfers print their personalised scorecard, and enter competitions 
of the day. To further streamline the process and reduce congestion at time of arrival, on account 
or loyalty payment options are available from the kiosk. For small unattended clubs, the kiosk can 
be linked to an EFTPOS solution for green fee payments.

Upon completion of a round of golf
Golfers can scan their scorecard into the system at any kiosk located throughout the club. With 
the touch of a button the system automatically calculates your score for handicapping purposes, 
along with any competition scores, and posts this information online and to the clubhouse 
leaderboard.

And more...
While sitting in the clubhouse with a post round refreshment, golfers can book their next round 
of golf at a conveniently located kiosk, or on their personal mobile device. At the end of the day, 
any competitions prize winnings are automatically posted to the members’ loyalty accounts.

Point of Sale and Loyalty

The DotGolf POS and Loyalty system has many benefits to your club. We will touch on the three 
that have a direct impact to your member satisfaction.

Member Accounts & Loyalty Programme
Designed specifically for golf clubs to provide added value to their members, clubs can get 
creative with modern day benefits and rewards, and flexible membership models. Whether it is 
member loyalty benefits, food and beverage levies, house accounts or points schemes, clubs can 
provide their members with a quality service.

Complete visibility to members
Your club members will have real-time access to their account history and balances via the 
nationwide golf.co.nz platform as well as your DotGolf-powered club website. Online member 
account top-ups are also available.

Automatic Prize Posting
Upon completion of daily competitions, prizes are automatically calculated using pre-generated prize 
templates. Prize credits can be automatically posted to your member accounts or loyalty.
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Club Website & Mobile 
Creative designs & mobile friendly sites
The DotGolf creative design team will work closely with your club to produce a fresh club website 
design that is mobile-friendly to look great on any PC or device.

A website that drives itself
Your site is more than an online marketing brochure for visitors and potential future members. 
Your site is a system. Due to the layers of integration it helps reduce double entry and admin 
overhead.

Tee Booking for members & visitors
Members can make their own tee bookings within your own website. Promote your club to visi-
tors with our secure online integrated payment gateway, using the fully integrated green fee sys-
tem.

Club Events and Competition Results
Real-time leaderboards, results, and final prize allocations for your competitions are published 

automatically.  
No manual work required!

Website Analytics & SEO
Know what is popular on your website by taking advantage of the collection and analysis of data, 
with the analytics package reporting web usage. Optimise your website with the Search Engine 
Optimisation features.

Member Directory and Friends
Replace printed handbooks which are out of date immediately once printed with the secure on-
line Member Directory. Always up to date, members can list their businesses and contact infor-
mation, or invite a friend for a round of golf.

My Account and My Profile
Let the membership database maintain itself. Members can update their own contact details help-
ing you to keep your data current. Members can view their spend history and account balance for 
total visibility.

Online Membership Application
Convert prospects into members with the easy to use membership form. Lead generations for 
potential customers are now fully integrated into DotGolf.

There are multiple ways in which the DotGolf system can add value to your members and en-
hance the connection you have with them. 


